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DETAILED ACTION 

1. Claims 1-25 have been examined. Application 10/002,384 (METHOD FOR 
MARKETING DEMOGRAPHIC-DIRECTED PRINTED MEDIA) has a filing date 
1 0/26/2001 and Claims Priority from Provisional Application 60296700 (06/07/2001 ). 

Claim Rejections - 35 USC § 103 

2. The following is a quotation of 35 U.S.C. 103(a) which forms the basis for all 
obviousness rejections set forth In this Office action: 

(a) A patent may not be obtained though the invention is not identically disclosed or described as set 
forth in section 102 of this title, if the differences between the subject matter sought to be patented and 
the prior art are such that the subject matter as a whole would have been obvious at the time the 
invention was made to a person having ordinary skill In the art to which said subject matter pertains. 
Patentability shall not be negatived by the manner in which the invention was made. 

Claims 1-25 are rejected under 35 U.S.C. 103(a) as being unpatentable over 
North (US 5,992,888) in view of Ditzio f US 4,717,021). 
Claim 1 , North teaches: 

A method of targeting potential customers of a customer base with printed 
advertising media of a seller, method comprising the steps of 

a) identifying the customer base of a plurality of product establishments (see col 
7, lines 17-30); 

b) determining customer demographic criteria con-esponding to the customer 
base of each product establishment (see col 7, lines 5-20); 

c) detemriining seller demographic criteria corresponding to the seller's printed 
advertising media (see col 7, lines 5-30); 

d) calculating a desired advertising coverage area of the seller (see col 7, lines 
17-30). 
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e) selecting the establishments in the desired coverage area whose customer 
base has customer demographic criteria that match the seller demographic criteria (see 
col 7, lines 15-42); and 

f) providing each selected product establishment with the seller's printed 
advertising media, said printed advertising media adapted to attach to an enclosure of. 
the product offered by the establishment so that the potential customers in the customer 
base are exposed to the seller's printed advertising media (see col 7, lines 15-42). North 
fails to teach that said product is a video product and that said product establishment is 
a product-rental establishment. However, Ditzina teaches a method of inserting 
advertisements into the enclosure of video products in order to identify, promote and/or 
advertise the movie, programs or other material receded on the video product and also, 
to identify, promote, and/or advertise third party products and/or service. Therefore, it 
would have been obvious to a person of ordinary skill in the art at the time the 
application was made, to know that third party advertisers would identify a group of 
purchasers based upon said purchasers demographic information and would select a 
group of establishments that have interest of accessing this group of purchasers, as 
taught by North in order to display advertisements from said third party advertisers in 
the enclosures of video product-rental establishments, as taught by Ditzia in view that 
the customers that rent said video products would be exposed to said third party 
advertisements. 

Claim 2, North fails to teach: 
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The method according to claim 1 wherein the seller's advertising media is color 
printed media. However, Official Notice is taken that it is old and well known in the 
promotion art to print color advertisements. It would have been obvious to a person of 
ordinary skill in the art that North would display color advertisements in the enclosure of 
products In order that said color advertisements would better attract the attention of 
customers. 

Claim 3. North fails to teach: 

The method according to claim 1 wherein the seller's advertising media is 
attached to a predetermined number of enclosures of the product and wherein a 
carrying fee is paid to the establishment. However, Official Notice is taken that it is old 
and well known in the promotion art to charge advertisers a carrying fee for inserting 
said advertisers' ads into vendoi^ products in order to cover the expenses that said 
vendors would incur for said insertion. It would have been obvious to a person of 
ordinary skill in the art at the time the application was made, to know that North 
businesses would charge a carrying fee to third party advertisers for inserting said 
advertisers' ads into the enclosure of products as it is old and well known to do so. 

Claim 4, North fails to teach: 

The method according to claim 3 wherein the seller pays an advertising fee that 
is greater than the carrying fee paid to the video product rental establishment. However, 
Official Notice is taken that it is old and well known in the promotion art that vendors 
charge advertisers an advertising fee that covers the displaying of said advertisers' ads 
into said vendors products. It would have been obvious to a person of ordinary skill in 
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the art at the time the application was made, to know that a vendor would not accept to 
display third party advertisements into said vendor's products if the cost of said 
displaying would be higher than the third party advertiser payment for said displaying. 
Claim 5, North fails teach: 

The method according to claim 3 where a difference between the advertising fee 
paid by the seller and the carrying fee paid to the establishment represents a profit. 
However, Official Notice is taken that it is old and well known in the promotion art that 
vendors charge advertisers an advertising fee that covers the displaying of said 
advertisers' ads into said vendors products. It would have been obvious to a person of 
ordinary skill in the art at the time the application was made, to know that a vendor 
would not accept to display third party advertisements into said vendor's products if the 
cost of said displaying would be higher than the third party advertiser payment for said 
displaying. 

Claim 6, North fails to teach: 

The method according to claim 1 wherein a first side of the enclosure of the video 
product receives a first seller's advertising media, and a second side of the enclosure of 
the video product receives a second seller's advertising media. However, Ditzio teaches 
a method of inserting different advertisements into the enclosure of a video product (see 
col 6, lines 35-50). Therefore, it would have been obvious to a person of ordinary skill in 
the art at the time the application was made, to know that third party advertisers would 
identify a group of purchasers based upon said purchasers demographic information 
and would select a group of establishments that have interest of accessing this group of 
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purchasers, as taught by North in order to display advertisements from said third party 
advertisers in the enclosures of video product-rental establishments, as taught by Ditzio 
in view that the customers that rent said video products would be exposed to said third 
party advertisements. 

Claim 7, North fails to teach: 

The method according to claim 6 wherein the first and second seller's advertising 
media are directed to non-competing goods or services. However, Ditzio teaches a 
method of inserting different advertisements into the enclosure of a video product (see 
col 6, lines 35-50). Ditziq does not expressly teach that the first and second seller's 
advertising media are directed to non-competing goods or services. However, it would 
have been obvious to a person of ordinary skill in the art at the time the application was 
made, to know that the advertisements display into a video product would be directed to 
non-competing goods or service in order that the advertisers that are paying for 
inserting said advertisements into said enclosure would be ensured maximum exposure 
with minimum competition. 

Claim 8, North fails to teach: 

The method according to claim 1 wherein a first side and a second side of the 
enclosure of the video product receive the seller's advertising media. However, Ditziq 
teaches a method of inserting different advertisements into the enclosure of a video 
product (see col 6, lines 35-50). Therefore, it would have been obvious to a person of 
ordinary skill in the art at the time the application was made, to know that third party 
advertisers would identify a group of purchasers based upon said purchasers 
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demographic information and would select a group of establishments that have interest 
of accessing this group of purchasers, as taught by North in order to display 
advertisements from said third party advertisers in the enclosures of video product- 
rental establishments, as taught by Ditzia in view that the customers that rent said video 
products would be exposed to said third party advertisements. 
Claim 9, North fails to teach: 

The method according to claim 1 wherein at least one side of the enclosure of 
the video product receives the seller's advertising media. However, Ditzia teaches a 
method of inserting different advertisements Into the enclosure of a video product (see 
col 6, lines 35-50). Therefore, it would have been obvious to a person of ordinary skill in 
the art at the time the application was made, to know that third party advertisers would 
identify a group of purchasers based upon said purchasers demographic information 
and would select a group of establishments that have interest of accessing this group of 
purchasers, as taught by North in order to display advertisements from said third party 
advertisers in the enclosures of video product-rental establishments, as taught by Ditzia 
in view that the customers that rent said video products would be exposed to said third 
party advertisements. 

Claim 10, North teaches: 

The method according to claim 1 wherein the advertising media is removeably 
affixed to a surface portion of the enclosure of the product (See North figure 3) but fails 
teach that said product is a video product. However, the same argument made in claim 
1 regarding this missing limitation is also made in claim 10. 
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Claim 1 1 , North teaches: 

The method according to claim 10 wherein the advertising media is removeably 
affixed to a portion of the enclosure with an adhesive material (see col 8, lines 33-37). 
Claim 1 2, North teaches: 

The method according to claim 10 wherein the advertising media is removeably 
affixed to a portion of the enclosure with pressure-sensitive material disposed between 
the advertising media and the surface portion of the enclosure (see figure 3). 

Claim 13. North teaches: 

The method according to claim 1 wherein the advertising media is contained 
within the enclosure of the product (see North figures 1 and 3) but fails to teach that 
said product is a video product. However, the same rejection applied to claim 1 
regarding this missing limitation is also applied to claim 13. 

Claim 14. North fails to teach: 

The method according to claim 1 wherein the advertising media is contained 
within the enclosure of the video product, and the enclosure is translucent so that the 
advertising media is viewed through the enclosure. However, Ditzia teaches a method 
of inserting different advertisements into the enclosure of a video product (see col 6, 
lines 35-50) where said enclosure is substantially transparent so that the advertising 
media Is viewed through the enclosure (see abstract). Therefore, it would have been 
obvious to a person of ordinary skill in the art at the time the application was made, to 
know that third party advertisers would identify a group of purchasers based upon said 
purchasers demographic infomnation and would select a group of establishments that 
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have interest of accessing this group of purchasers, as taught by North in order to 
display advertisements from said third party advertisers in the enclosures of video 
product-rental establishments, as taught by Ditzia in view that the customers that rent 
said video products would be exposed to said third party advertisements. 
Claim 1 5. North fails to teach: 

The method according to claim 1 wherein the advertising media is contained 
within the enclosure of the video product, and the enclosure is substantially transparent 
so that the advertising media is viewed through the enclosure. However, Ditzia teaches 
a method of inserting different advertisements into the enclosure of a video product (see 
col 6, lines 35-50) where said enclosure is substantially transparent so that the 
advertising media is viewed through the enclosure (see abstract). Therefore, it would 
have been obvious to a person of ordinary skill in the art at the time the application was 
made, to know that third party advertisers would identify a group of purchasers based 
upon said purchasers demographic infomiation and would select a group of 
establishments that have interest of accessing this group of purchasers, as taught by 
North in order to display advertisements from said third party advertisers in the 
enclosures of video product-rental establishments, as taught by Ditzia in view that the 
customers that rent said video products would be exposed to said third party 
advertisements. 

Claim 16, North teaches: 

The method according to claim 1 wherein the advertising media is retained 
against an inside portion of the enclosure of the product (see figure 3) but fails to teach 
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that said product is a video product. However, the same rejection applied to claim 1 
regarding this missing limitation is applied to claim 16. 
Claim 17. North fails to teach: 

The method according to claim 1 wherein the video product Is selected from the 
group consisting of a video tape, CD ROM, compact disc. DVD disc, laser disc and 
video game cartridges. However, Ditzig teaches a method of inserting different 
advertisements into the enclosure of a video product (see col 6, lines 35-50) where said 
video products comprises video tapes (see figure 1). Therefore, it would have been 
obvious to a person of ordinary skill in the art at the time the application was made, to 
know that third party advertisers would identify a group of purchasers based upon said 
purchasers demographic infomiatlon and would select a group of establishments that 
have interest of accessing this group of purchasers, as taught by North in order to 
display advertisements from said third party advertisers in the enclosures of video 
product-rental establishments, as taught by Ditzig In view that the customers that rent 
said video products would be exposed to said third party advertisements. 

Claim 18. North teaches: 

The method according to claim 1 wherein the customer demographic criteria is 
selected from the group consisting of age, income level, home ownership/rental status, 
race, marital status, religion, gender, national origin, ethnic makeup, number of children 
and age of children (see col 7, lines 5-1 5). 

Claim 19, North teaches: 
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The method according to claim 1 wherein the seller demographic criteria is 
selected from the group consisting of age, income level, home ownership/rental status, 
race, marital status, religion, gender, national origin, ethnic makeup, number of children 
and age of children (see col 7, lines 5-25). 

Claim 20, North teaches: 

The method according to claim 1 wherein the seller demographic criteria is 
provided by the seller (see col 7, lines 5-25). 
Claim 21 , North teaches: 

The method according to claim 1 wherein the step of determining the customer 
demographic criteria further includes the step of obtaining data from sources selected 
from the group consisting of census data records, municipal records, governmental 
records, public records, and marketing databases (see col 7, lines 7-15 libraries of 
infonfnation"). 

Claim 22, North fails to teach: 

The method according to claim 1 wherein the step of determining the customer 
demographic criteria further includes the step of obtaining customer demographic data 
by interviewing employees of the video product-rental establishment. However, Official 
Notice is taken that it is old and well known in the promotion art to interview vendors' 
employees in order to obtain customers' demographic information. It would have been 
obvious to a person of ordinary skill in the art at the time the application was made, to 
know that North would identify the customers' demographic composition from the group 
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of purchasers that frequent an establishment by interviewing the employees of said 
establishment as it is old and well known to do so. 
Claim 23, North teaches: 

The method according to claim 1 further including the step of identifying a subject 
matter of the product and detenriining product demographic criteria corresponding to 
the subject matter (see col 9, lines 30-45) but fails to teach that said product is a video 
product. However, the same rejection applied to claim 1 regarding this missing limitation 
is also applied to claim 23. 

Claim 24, North fails to teach: 

The method according to claim 23 wherein the seller's printed advertising media 
is attached only to products having the product demographic criteria that match the 
seller demographic criteria (see col 9, lines 30-40) but fails to teach that said product is 
a video product. However, the same rejection applied to claim 1 regarding this missing 
limitation is also applied to claim 24. 

Claim 25, North teaches: 

A method of targeting potential customers of a customer base with printed 
advertising media of a seller, method comprising the steps of 

identifying a customer base of a plurality of product establishments (see col 7, 
lines 5-25); 

detenriining customer demographic criteria corresponding to the customer base 
of each establishment (see col 7, lines 5-25); 
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determining product demographic criteria corresponding to a subject matter of 
the product (see col 9, lines 25-40); 

determining seller demographic criteria corresponding to the seller's printed 
advertising media (see col 7, lines 5-40); 

calculating a desired advertising coverage area of the seller (see col 7, lines 15- 

30); 

identifying the establishments in the desired coverage area having said customer 
demographic criteria that match the seller demographic criteria (see col 7, lines 15-25); 
and 

providing each identified establishment with the seller's printed advertising 
media, said printed advertising media adapted to attach to an enclosure of the product 
offered by the establishment so that the potential customers in the geographical target 
zone are exposed to the seller's printed advertising media, wherein the seller's printed 
advertising media is attached only to products having the product demographic criteria 
that match the seller demographic criteria (see col 7, lines 5-25; col 9, lines 25-45). 
North fails to teach that said product is a video product and that said product 
establishment is a product-rental establishment. However, Ditzina teaches a method of 
inserting display card into the enclosure of video products in order to identify, promote 
and/or advertise the movie, programs or other material receded on the video product 
and also, to identify, promote, and/or advertise third party products and/or service. 
Therefore, it would have been obvious to a person of ordinary skill in the art at the time 
the application was made, to know that third party advertisers would identify a group of 
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purchasers based upon said purchasers demographic infomiation and would select a 
group of establishments that have interest of accessing this group of purchasers, as 
taught by North in order to display advertisements from said third party advertisers in 
the enclosures of video product-rental establishments, as taught by Ditziq in view that 
the customers that rent said video products would be exposed to said third party 
advertisements. 
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